In this paper, after presenting the basic concepts, capabilities and challenges of branding and marketing in Muslim countries are examined. The main objective of this paper is to describe and explain the challenges of branding and marketing potential in Islamic countries and expressing its potential capacities. Method of study is library and studying is primarily descriptive and analytical. This paper shows that there are a lot of areas and opportunities for branding and marketing in Islamic countries. On the other hand, many factors can create barriers to the growth of the brands coming from the Muslim world. However, if the right strategies are used, these challenges are not insurmountable. Creating products with a unique identity, based on basic goals and values of Islam and a reviving culture of innovation and development of innovative and competitive marketing strategies are of proposed methods to eliminate obstacles in the Islamic branding and marketing.
and further discussion have mostly been on political and military issues and resolving political tensions and problems. Although Islamic countries have reached several agreements on economic cooperation as well, like economic unity council including Arabs and Arab Common Market, Persian Gulf Cooperation Council, ECO and Maghreb Union, these agreements have still not been successful and the level of economic interactions among Islamic countries has actually been low. However, it can be said that the existence of these agreements paves the ground for practical cooperation among Islamic countries and further study of these agreements and movements, and better and more efficient and effective practical strategies and mechanisms will arise to build a real consensus among Islamic countries in the region as the result of these studies. Now, the process of globalization has created hopes that the process of regional economic interactions among Islamic countries may reach high levels.
Islamic countries, areas of convergence and obstacles
Islamic countries due to ideological confrontation with the West have appropriate grounds of potential interactions convergence in the political, economic, and social areas. Lasting and permanent presence of the West in order to suck the economic arteries in the Muslim world, colonial history of Muslim countries, and crisis creating of the West in Islamic communities at the present juncture are all raised as a major and inclusive threat for the Muslim world. This can urge Muslim countries to have a joint defense strategy and act as the main factor of integration.
AREAS OF CONVERGENCE
Areas of integration include Whenever the West has felt danger has given common response and to maintain political, economic, social resources has searched strategies and a shared determination.
Convergence in the form of regional, continental, and world unity today shows a common look to the global developments. Today, in fact, convergence is telling of the common destiny.
For example, European Union is a symbol of a very large continental convergence. The West suggests a transnational ideological convergence that connects correlation at micro and macro-level social levels at national and international levels. Common geopolitical space today is considered as the origin of convergence.
Thus, the convergence of Islamic countries is well formed through geopolitical space, shared fundamental ideological beliefs, consistency of values, similar cultural, political, and social structure.
In addition, lack of social development in cultural, political, and economic aspects in all Muslim countries reminds the need to achieve a high level of development as a common desire and goal. This case and coping with threats from the West are of the factors of convergence of the Muslim world.
Barriers to convergence
1. Lack of social forms and lack of institutionalizing infrastructure, Islamic countries, and societies within it do not have a functional and content social order. In other words, civil societies and cultural forms existing in Islamic countries are not formed of civil cultural and historical experience, but based on cultural and social policymaking, the government has emerged. As a result, such institutions do not have independent functioning.
2. Non-democratization of the government: most governments in Muslim countries act against the people and social institutions in a non-democratic way and monitor internal and external relations of individuals and social institutions, and make them act in line with the political goals of the government.
3. Unknown vital macro goals and drawing them and a lack of common understanding of the benefits 4. Lack of transnational institutions in the form of religious and Islamic identity that can have free practice in order to strengthen Islamic identity 5. Dependence on big powers that has deeply influenced the behavior of nation-state in the Islamic countries that is imposed with the pretext of security, and promoting social development, but they interfere in the internal affairs and create tension and hostility among Muslim communities (Nozari, 2004, 111) . Now that processes of globalization show different convergences dominant at national, regional, geographic, and continental levels, Muslim world with the use of IT can achieve high levels of integration.
The number of markets; similarities and differences
Here some of the examples of the similarities and differences in global markets of Muslims that affect the brand and marketing strategies will be discussed. The meaning of this lack of uniformity is that, although a global brand strategy may be caused by a global value proposition, brand managers and marketers have to make integrated marketing strategies to create international brands in countries with population of Muslims.
The annual value of the global market for halal food is estimated to be about 650 billion dollars and this represents a great opportunity for international companies for globalization.
In addition to the complexity of the market situation, the reality is that many of the world's Muslim population is relatively economically weak and are living in countries with developing economies. Marketers should consider this issue, but they also have to consider that as the economy develops and people gain spending power, then branding and marketing opportunities will be created.
For example, the largest Muslim minority is in India with 161 million and most of them are in the middle class who want to buy their brands in case of increase in their purchasing power.
Other countries such as Bangladesh, a large country with a Muslim majority, are yet not at this stage of development.
The opportunity to buy luxury goods in countries with Muslim-majority is mostly related to elite class, especially in the Persian Gulf. Thus, marketers to search for product market should pay attention to the degree of development of society goal to find out which products are suitable for those markets and understand the consumer behavior in each section.
Governments also need to understand the different markets, so that they can encourage and assist appropriate industries for the future.
It is clear that careful research to understand the markets Muslims correctly, especially in the field of consumer behavior is required. However, many opportunities exist for marketers in all categories, which can be followed. In addition, from the perspective of brand management, global Muslim market can be seen as a market of lifestyle associated with Islamic values and principles, the values and principles that seriously affects the daily lives of all Muslims.
ISLAMIC BRANDING AND MARKETING OPPORTUNITIES
Despite the differences in markets regarding size and behavior of the consumer markets around the world, Muslims market creates many capacities for producer to produce goods and services, some of which are mentioned below:
Food & Beverage
As mentioned earlier, the annual value of the global market for halal food is estimated to be about 650 billion dollars and this represents a great opportunity for international companies for globalization. Some Muslim countries companies are trying to develop their own brands and some Islamic governments help them by creating time and place facilities and guiding them to find markets for their products. However, now many branding opportunities are taken by Western global brands such as Nestle. (Rusta and Salehi, 2012) want to buy products from countries they are skeptical about. Prejudice to a brand that is perhaps conceived of an Islamic country can take different forms. For example, companies that are working under the name of "Made in Iran" and want to find their way to markets in the United States may not see this very useful in marketing of their products, while with the label "Made in Malaysia" probably, they will not be faced with such obstacles. Conversely, a label "Made in Iran" in a Muslim country that is more traditional and conservative such as Yemen or Afghanistan could be acceptable or even sell more product than Malaysia product.
Here the important thing is not religion, but the subjective effect of the country of origin of a brand. How are the mental communications for a consumer when a product is associated with a particular country? Brand owners have to decide whether to include the country of origin on the scene or not and market research can determine what communication to convey brand image is useful.
As a result, care should be taken careful to know how market feels about your brand's country of origin, and joining this association with your brand will have positive or negative impact for short-term and long-term development of the brand and the market.
Gaining standards and good and compatible quality (competency)
Competency means the ability of a company to produce branded high quality products and services for markets is acceptable to them. Building and maintaining a strong brand preference are impossible in the absence of product quality and service. There is no exception to this rule. Manufacturing products with a quality, less than your competitors or offering a disappointing experience to your users prevents you from becoming a brand strong brand and can even jeopardize your business in the environment. If you want to function well in halal markets, you have to make sure that you have sufficient authority and credibility of the competent authorities concerned.
Halal Standards
Verifying halal standardization has been discussed many years, but still there are different standards between countries. This position makes a multinational or global overtaking difficult for any player in the halal food. The need for standardization of approvals and permits and particularly labeling is agreed upon in all halal conferences, but OIC countries seem unable to agree on what standards should be applied.
Gaining confidence (intimacy)
A must for any global or international brand that is high-flying is intimacy, which means trust. Without trust, there is no loyalty, and customers will not stay with your brand. A good example of the proximity between a brand and its customers is Apple. When people are the customers of the brand, despite suggestions that competitors offer, they will hardly leave it.
Most global brands have this brand power. One of the elements that create trust is quality as mentioned above as one of the requirements. Quality of service is another element that affects brand trust. In general, in Asian countries, quality of service is still variable; this quality is only in more affluent and higher stores such as classy hotels and boutiques. There is no stability and consistency and therefore it shows an opportunity.
Attack by the rivals of a brand
The last challenge of branding is actual attack by the main competitors, particularly from global brands. Opportunities in Muslims markets have attracted a large number of nonMuslim companies and main companies move quickly and deeply into this market and have a powerful position known and respected in the Islamic world. They quickly understand that Islamic market in its integrity is responsible for one fourth of the population of the earth and compared to that they are not exploited. 
